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If an enterprise is not found in various social media sources, then it is very likely that consumers are not 
consuming that product. Small and medium size companies should be us- ing digital platforms and 
technologies to keep up with com- petition, succeed, and prosper. These new digital tools have not been 
fully embraced by most SMEs Smaller companies are a significant part of the global econ- omy. SMEs 
provide more than two-thirds of all private- sector jobs in the U.S. and 99 percent of U.S. employers are 
SMEs (Small Business Administration 2014). It is critical that these companies are not not ignored.  
 
Abstract 
Marketing has become a big obstacle for small and medium-sized enterprises (SMEs) around the 
world due to high prices. The conventional marketing communication mechanism, such as television, 
radio, etc., appears to have a high cost at which it does not even satisfy the intended customers and 
therefore does not produce the desired result. The objective of this study was to evaluate the effect 
of digital marketing on the growth of SMEs in South Asia. Several digital marketing channels, such as 
email marketing, social media, web advertising, etc., were used to achieve this, while the notion of 
growth was measured in terms of revenue and market share. Therefore, questionnaires were 
formulated and administered through an online platform and replied to 47 of the 50 respondents 
distributed by the questionnaire, providing a response rate of 93.00 percent. The population was 
composed of clients and employees of Faheem Hayder Dealzmag as well as employers.   
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Digital marketing, also referred to as internet marketing or web-based marketing, can be characterized as 
the use of the internet and related digital technologies to achieve marketing goals and to promote marketing 
activities such as supply chain management, customer relationships and delivery o f quality services 
Therefore, dig- ital marketing is the use of electronic devices (computers) to connect with consumers, such 
as tablets, mobile phones, etc. In this way, digital marketing tactics have  
succeeded in eradicating classical marketing techniques and thereby expanding marketing blends. 
Therefore, because of the high levels of interconnectivity the internet has been com- pared to the wheel and 
the aircraft in terms of its ability to influence future business and economic development, the flexibility 
provided by technology has made digital market- ing more important essentially in the entire industry.  
 
It is reported by both World Bank and OECD that small businsses play a critical role in achieving 
Sustainable Development Goals. The 2030 Agenda is as crucial to not leaving no one behind principle, and 
thus to the Sustainable Development Goals. SMEs have played an important role in developed countries 
and they help alleviate poverty in third world countries. In addition, they face great financial d ifficulties 
now. We have asked several experts to share their opinions regarding the role of small businesses in South 
Asia.  
In the economies of South Asia and South East Asia, small and medium enterprises play an important role. 
PR companies account for the vast majority of the workforce in some nations. In Indonesia, they account 
for nearly 98 percent of the country's total jobs. Compared to other countries in the region, SMEs in 
Malaysia still play a major role in the economy. As for GDP, the mean contribution of lower income 
countries to the overall figure is slightly less than the contribution of higher income countries.  
 
SME can help create employment for women and youth, and contribute to the resilience of the economy 
during economic crises. This belief is often ignored by policymakers and political leaders. SMEs in South 
Asia account for around 80% of the workforce. SMEs are important in inclusive growth and environmental 
sustainability in South Asia They are involved in transforming commodity value chains, linking primary 
producers with value-added markets.  
 
The IFC reports that there is not enough access to financing for approximately nine million formal small 
and medium enterprises (SMEs). The third obstacle faced is talent or lack of talent. Under Basel Accords, 
banks are subject to strict capital adequacy and so are SMEs so that SMEs are not lucrative. Smaller loans 
 
 
have higher administration costs, as a percentage of the loan. As a result, banks need collateral in lending, 
which reduces the SME's room to borrow. To meet banking standards, small businesses lack sufficient legal 
identification or registration documents. Small and medium-sized enterprises (SMEs) do not normally have 
strong accounting practices or poor financial literacy levels. This proves that many SMEs do not have access 
to local financial institutions in rural areas of South Asia. There are inadequate financial and business 
support providers in many parts of South Asia that are capable of training and guiding start-up 
organizations. For small businesses, access to financing is the number one challenge to doing business. 
Credit markets for Small and Medium Enterprises (SMEs) are characterized by imperfections, poor 
architecture, restricted coverage, low collateral reputation, limited access and high lending transaction 
costs. If it is done through informal networks, the cost of extending credit can rise.  
 
The bulk of South Asia's small businesses do not have bank accounts. There are approximately 37 million 
businesses that are not subject to social services in this respect. Estimates range from 20 to 30 billion dollars. 
With regard to the high unemployment rate, the funding deficit has been a topic of controversy in the past. 
India, Pakistan, Bangladesh, Ethiopia, Tanzania, Kenya and Uganda are the top seven nations that have the 
largest percentage of individuals without financial institutions.  
Similar patterns can be found in Pakistan, where government policies have steadily opposed and impeded 
the growth of enterprises over the past fifty years. While SMEs account for only 20% of total investment, 
this sector generates more than 30% of GDP and absorbs 80% of non-farm jobs. For 10 to 99 jobs, the level 
of employment rises by 20 percent. While the government recognizes the potential of the sector for future 
growth, its government-led I-PRSP policy emphasizes the key to realizing the potential of private 
investment and business development.  
Since the 1970s, the high involvement of SMEs in the Indian economy has been a coherent feature of the 
industrial and employment policies of the country. Small-scale industry are the mainstay of the nation's 
industrial economy. This shows the positive success of the growth of small businesses, while the issues of 
poverty and lack of opportunities for jobs remain. A government wants to create many jobs in Sri Lanka 
through the Tenth National Development Plan.  
Small, medium and micro-businesses have been valued by the state for a long time in Nepal. According to 
the facts, 80 percent of production value in manufacturing comes from small and medium-sized companies. 
SMEs employ 98 percent of the workforce and get about 40 percent of all business investment. The 
government is aware of the significance of small-scale companies in Singapore. The initiatives were 
explicitly aimed at SMEs in the eighth and ninth planning plans. Generally, the focus is on export-oriented 
 
 
economies and on reinforcing the foundation of import substitution programs. (Rostami et al., 2015),(Beck 
and Demirguc-Kunt, 2006) , (Beck and Demirguc-Kunt, 2006) ,  (Lu and Beamish, 2001), (Hassan, 2020), 
(Moore and Manring, 2009), (Achanga et al., 2006), (Hassan, 2016), (Lubatkin et al., 2006), (Rizos et al., 
2016), (Singh, Garg and Deshmukh, 2008), (Spithoven, Vanhaverbeke and Roijakkers, 2013)(Morsing and 
Perrini, 2009), (Musa and Chinniah, 2016).  
 
Aim of the study 
This study is especially important for small enterprises in South Asia. It allows SMEs to boost their sales 
by using a digital marketing program. The findings may be of great significance to policymakers. This study 
shall indicate the preferences of the new generations of consumers and what sort of information that they 
need. This will enable SMEs to achieve better marketing plans. This study might provide information that 
will be helpful to people. The results of this study will show how businesses are using digital marketing. 
This will help consumers to understand how organizations function, thereby improving their decision-
making for the digital channels. The study's findings have some great information for existing and potential 
clients. Scholars in business can get a solid foundation in the field of marketing.  
 
 Objective of the study 
The main objective of this study is to assess the impact of digital marketing on the growth of SMEs in South 
Asia. More specifically, to examine the effects of digital channels of sales growth of SMEs in South Asia, 
to examine the effect of digital marketing strategies on the growth of SMEs in South Asia. While the main 
research question of this study is to determine the impact of digital marketing on the growth of SMEs in 
South Asia. More specifically, what are the effects of digital channels on the sales growth of SMEs in South 
Asia, what are the effects of online marketing strategies on the growth of SMEs in South Asia? 
Literature review 
In this chapter it explains what a digital marketing actually is and how it can effect SMEs. This paper has 
taken some information from previous works on this subject, this can be used for experience. The literature 
review provides a theoretical framework of the research topic, related terms and concept. This book deals 
with key issues in digital marketing for SMEs. I shall review several theories that are involved in the topic.  
 Network method is formulated through the understanding of the different social networks and systems by 
Simmel and the anthropologists. Social Network Theory considers the relationships between all people, 
animals and things. Social network is used for research on patterns manifesting in the network and their 
 
 
effects or attitude. Digital marketing tools are necessary because they allow companies to listen and make 
use of what is said by their customers. Users on social networks are among the most influential influencers. 
Social network theorists view social relations as lumps and patterns. They act as players within the context 
of the network, which makes them somehow connected to the other players. Various kinds of stalemates 
are presented for analyzing. A social network can be utilized by businesses to calculate the owners' equity. 
These ideas have been tested in social network analyses. This theory can be useful to us in studying 
networked SMEs.  
The collective intelligence theory is a situation where huge number of individuals can act together to a 
single goal. Collective intelligence states that organizations are usually more efficient when they work 
together than when they operate separately. For collective intelligence to exist and manifest, it requires 
honesty, sharing and respecting, and acting universally. Honesty is for collective intelligence to work 
correctly. People or organizations need to present and be sincere about their ideas in e-mail so that their 
product can be right-minded. Peering is used to archive old ideas or products to provide benefits for new 
ones. Intellectual property being distributed or spread within the network. This is important to stimulating 
productivity of the enterprise because of the exchange of different ideas and open critics. Universal acting 
is an effective way of organizing and partnering with a network, through the use of technical advancements. 
This permits us to overcome challenges such as local thinking and policies and concentrate on more 
specialties. In this sense, the technology developed was able to extract the distinct qualities each individual 
company has and give them an opportunity to interact.  
 
Information technology has already covered the marketing channels. Digital marketing involves the use of 
social media channels in commercialization process (such as email marketing, online advertising, search 
engine optimization, social media, pay-per-click, and viral marketing) Email is one of the different mediums 
of digital marketing for marketers. With this channel, businesses can meet the user's expectations. Another 
form of digital marketing is mobile marketing; it uses wireless medium to provide clients with time and 
precision location and with information that are vital for their products, services, etc . As mobile marketing 
permits the amelioration of the transaction level between consumers and their mobile phones with the 
creation of more channel of advertisement. SEO is a technique that helps organizations build their presence 
in search engines by giving them a high ranking. Online advertisement involves advertising on the internet 
and search engine. It is contained in the email and other means with the purpose being to bring in the 
awareness of the customers. Advertising aims to attract potential customers for the brand concerned. For 
business, advertising is a method of getting more clients and prospects. Viral marketing is a combination 
 
 
of different types of online marketing devices, both of informative and promotional types. It includes e-
marketing, blogs, YouTube and other electronic media ways of marketing.  
Several publications have demonstrated a relationship between using digital marketing techniques and 
economic growth. Digital marketing reaches new clients and provides personal contact to clients as well as 
awareness increases and hence results in growth. Small businesses could do this through digital channels 
such as social media, email and online advertising. The main digital marketing tools used to promote small 
and medium-sized enterprises are SEO, online advertising and viral marketing.  
Different studies have evaluated the importance of digital marketing for small and medium size enterprise 
(SME) growth. Researchers have done studies on the ways in which digital marketing plays a role in the 
success of flower exporting firms in Kenya. Our research team could reveal a positive impact from digital 
marketing. Digital marketing makes the most of opportunities for interaction and saves time. conducted a 
study about the influence of e-tail marketing on firm's sales. The study used a sample of 150 enterprises 
and 50 managers to examine the effectiveness of digital marketing. The data was ana lyzed by using 
descriptive statistics and correlational analysis tools. This study showed that digital marketing has a 
significant effect on firm's sales.  
The primary research criteria were to collect the research data by definition of the problem, identifying the 
research objectives and relevant to the study. Based on my research, the parameters that needed to be 
accomplished are in place. This type of research will follow standard procedure of its investigation. It is 
necessary to take about method and its components because of the continuation of research and conclusion. 
This kind of research research combines different parts of study using different methods. The research 
published by university of Bradford has concluded that argumentation is known as systematic process to 
reach to conclusion. 
 
Data collection method 
The process of data collection through primary data collection. A student used scientific and scholarly 
sources to construct the research instrument. The structured questionnaire was used as a tool for data 
collection.  
 
Population and sample 
In this study, we will examine the results of the survey by looking at the population in question. Population 
refers to entire groups of people, events or things of interest that the researcher wants to investigate. In this 
 
 
research, the population under review is both SMEs as well as FAHEEM HAYDAR DEALZMAG in 
general. In order to get a clear picture of the impact of digital marketing on the growth of businesses and 
Singaporeans, the researcher decided to use only Singapore businesses. A sample size is the number of 
cases that were chosen from which data was gathered. The researcher can use various parameters to define 
the sample, depending on the purpose of the experiment. There is also final test statistics, which is the 
number of completed samples for which data are collected. This sample size will be much smaller if there 
is non-response, ineligibility, or both. There are various approaches for computing the sample size. This is 
mostly as a result of the level of precision required by the group, the level of confidence desired by the 
group, and the degree of variability in the data. A sample of 50 questionnaires was targeted and only 46 




Results from Correlation  
From the correlation table, it can be seen that the impact of social media in SMEs growth can be seen among 
the different social network sites, and how the growth of SMEs can be used to understand the different 
impact of social media on FAHEEM HAYDAR DEALZMAG. Table 2 seeks to carry out the correlation 
analysis of the aforementioned study variables. Once the data have been collected, the purpose of the 
correlation analysis is to check whether there is a multiple correlation problem in the model and to conclude 
whether the variables move together within certain frequency bands and the correlation coefficient indicates 
the strength of a linear relationship. The correlation indicates the strength of the correlation between these 
variables. A correlation coefficient of -1 indicates a perfect negative correlation, and a correlation 
coefficient of +1 indicates a perfect positive correlation. If the correlation between the variables is zero, the 
movements of the variables are said to be unrelated.  
 
The Pearson correlation table showed that there was a good relationship between the two variables. The 
data acquired from our test machines indicates that there is a significant relationship between digital 
marketing and growth. This phenomenon can be explained through the use of digital marketing techniques 
such as social media, search engine optimization (SEO) ads or emails. All of these indicators point to a 
positive impact on the growth of small and medium-sized enterprises. 







A positive and significant result has given a level of significance at 1.00 percentage. What it is doing is that 
digital marketing has a positive correlation of growth with small medium and large size enterprises. The 
correlation coefficient which is positive and significant at the 1.00 percent level shows a strong relationship 
between digital marketing and the growth of small businesses.  
 
 
Results from Regression  
 
 
The effect of digital marketing on the growth of SMEs in South Asia in general and FAHEEM HAYDAR 
DEALZMAG will be viewed from the ordinary least square regression. The results of the regression 
between digital marketing (captured using different channels such as social media, SEO, web advertising, 
and email marketing, etc.) and SME growth will be shown in the table below (TABLE 3).  
The findings of the regression study will be summarized as follows, i.e. with respect to the research 
objective of analyzing the effect of digital marketing on the growth of small and medium-sized enterprises 
in South Asia. From the Least Ordinary Square Regression. The effect of each of the different dimensions 
of digital marketing on the growth of small and medium-sized businesses will be discussed, beginning with 
a description of the presentation of the model, as shown in the table below. TABLE 3 shows that the R 
square determination coefficient is 0.625, which means that 76.4% of digital marketing for SME 
development is explained by independent variables. This illustrates that the model is successful and the 
independent variables illustrate it well. The ANOVA test will be used to validate the model's global 
relevance.  
 




Impact of digital channels of marketing on the growth of SMEs  
 
 
The effects of each of the different digital marketing platforms on the growth of SMEs are shown in the 






New features for maintaining market competitiveness have led to modern drivers of change: virtual  
businesses, creative design, social networks, web platforms, etc. These responses include resources focused 
on information technology, increasing the content of information, and innovative teams. Any company that 
wants to maximize its efficiency in the information society must have a fundamental understanding and a 
plan to cope with this new climate. This must grow with the shortening of the life cycle and time to market 
with a speed that addresses the need for its production in real time. For example, through real-time market 
dynamics and relationships, the internet brings vital new functionality to businesses. If the method of doing 
this is not continuously improved, they will easily become paralyzed. It can become so complex to build 
custom software systems to achieve it, that the software requires a 'army' of engineers and consultants to 
manage it. Small to medium-sized companies need a way to organize their information on a smaller scale 
and without the expense of recruiting expensive consultants or paying for maintenance contracts.  
 
The method of designing and maintaining a solution for customer software is financially out of control for 
SMEs. Companies are therefore moving to web-based software, as it can eliminate the need for computer 
servers, firewalls and software servers to be purchased and managed just to run the application. New 
communication technologies allow, as never imagined, worldwide interaction. The development of the 
Internet, and in particular Web 3.0, has opened up new possibilities and benefits for SMEs, given its ease 
of communication and distribution of information. The opening of new web applications for network 
environments such as social networks has become one of the biggest opportunities. From the table above, 
it can be understood that all social media sites have a positive impact on SME growth. The results show 
 
 
that the adoption of social media as a strategy has a positive and significant impact on the growth of small 
and medium-sized enterprises, meaning that a unit change in social media will lead to an increase in unit 
growth, which is significant at 1%. Therefore, at the same time, social media sites reduce costs, leading to 
increased growth. The above results show that digital marketing channels are contributing to the growth of 
small and medium-sized enterprises, especially FAHEEM HAYDAR DEALZMAG, with their respective 
coefficients, as shown in the table. In short, this fourth chapter allowed me to verify empirically the 
relationship that exists between digital marketing and SME growth. It was done by analyzing data collected 
and analyzed using descriptive statistics and econometric techniques through questionnaires, and we 
realized that these two concepts (digital marketing and growth) are directly linked. The objective of this 
second part was to present both the methodology used in the research and the research outcomes. The 
methodology implemented in the research (justification of the method as well as the methodological 
approach) and the variables retained in our research were explained in the third chapter.  
 
Using the global model, it is concluded that the estimated critical value of F-statistics is significantly greater 
than that in the table of t-statistics thus indicating that the global model is fine. The table displays the 
regression coefficients of independent variables (social media) against dependent variables in a detailed 
way (Growth of SMEs).  
 
Table 5. ANOVA test results 
 
 
Conclusion of the study  
The chapter provides the summary, the main points, and the conclusions and recommendations on Digital 
Marketing on the Growth of Small and Medium Enterprises (SMEs) that is FAHEEM HAYDAR 
DEALZMAG. This chapter provides us with the researchers' interpretation and conclusions from data 
collected, a summary of the results connected to the research problem and objectives of the research project 
and conclusion and recommendation for future research were also suggested in this chapter. After collecting 
 
 
and analyzing the data, the findings have shown that: (a) respondents who appointed themselves as 
engineering management have 90.90 %, respondents who appointed themselves as communication 
management have 89.90% , and respondents who appointed themselves as personal management have 
89.00 %. (b) Employees working in the other f ield management need particular form of management. (e) 
The respondents who portrayed themselves as Engineering Management live in the cities like Hyderabad, 
Mumbai, Lucknow, and Kolkata. From the tests of the correlation coefficient, it can be seen that d igital 
marketing is a positively and significantly influential factor for the growth of small-medium sized 
enterprises (SMEs) in South Asia. To make wider comparisons, multiple scientific studies were used. 
Digital marketing is one of the most vital subjects that have drawn the attention of researchers, managers, 
investors and potential investors because of the high profile it contributes to modern enterprises. Digital 
marketing isn't inherently bad. Some companies use digital marketing instruments to furth er their 
company's products, reach their fans, or deliver advertising. They may use digital products like e -books, 
utilities, financial documents, and downloads to their customers as part of a sales effort. Social media has 
been put into question, especially the reputation of current social media providers. On the same topic, it is 
now one subject that is widely researched by scientists to find a solution for the worldwide shortage of 
water. It is considered to be a very good practice that social media (Facebook, Twitter, and Instagram) are 
very well used by potential entrepreneurs, because this has guaranteed growth. The aim of this research is 
to determine the effect of digital marketing on the expansion of small and medium enterprises in South Asia 
(case of FAHEEM HAYDAR DEALZMAG). Although theoretical approaches vary, we approach digital 
marketing channels from different points of view. Using panel data on data collected on the population of 
our study from the FAHEEM HAYDAR DEALZMAG South Asia to which we applied the same method 
applied to the National Survey of Prevalence, we can infer that the level of self-esteem will be relatively 
high in respondents of the younger age, indicated an average value ranging from 776 (very high) to 999 
(very low). The growing art of digital marketing channels have a positive and significant impact on the 
growth of small businesses in South Asia. This means that a unit revision of social networking sites will 
have great improvement in the growth of SMEs either through sales, stiff competition or through a newbie 
status. As a result, the company is positively impacted.  
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